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The Importance of Sunscreen

1 in 5 Americans will develop a skin cancer by age 70

5.4 million basal 
cell and squamous 
cell skin cancers 
every year

178,000 new 
melanomas yearly 
– every hour an 
individual dies of 
melanoma



Background of Work
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Efficacy, safety, and consumer preferences for personal care products
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The Importance of Consumer Preference

Consumer Preferences for Sunscreen 9

Drugs don’t work 
in patients who 
don’t take them.

Sunscreens don’t 
work in patients who 
don’t apply them.



Methodology
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Identified top 1% of sunscreens on 3 major online 
retailers by average rating and number of reviews.

Xu et al. JAMA Derm. 2016. 920-7.



Methodology: Qualitative Analysis of Comments
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• For each top sunscreen product, the content of the top 5 most 
helpful positive and critical comments as voted by consumers 
(325 total comments) was analyzed

• Developed, compared, and reconciled into a single, standard 
qualitative coding scheme to code all comments
• Positive theme set
• Negative theme set

• Disagreements reconciled by 3 authors for comments

Xu et al. JAMA Derm. 2016. 920-7.



Results: Top 10 Sunscreens Based on Reviews

12Xu et al. JAMA Derm. 2016. 920-7.



Results: Top 10 Sunscreens – Low Cost

13Xu et al. JAMA Derm. 2016. 920-7.



Results: Qualitative Analysis

14Xu et al. JAMA Derm. 2016. 920-7.
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Conclusion for Highly Rated Sunscreens
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• Only 4 out of 10 of these highly 
rated sunscreens met the 
AAD’s guidelines
• Lack of water resistance was the 

most common reason, but 11% 
failed to meet minimum SPF of 30

• Cosmetic elegance was the 
most commonly cited positive 
and negative theme

• Product ingredients, external 
ratings, and cost were less 
often mentioned
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What is Important to Consumers?

20Tribby et al. JAMA Dermatol. 2021;157(5):573-576
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Popular Sunscreens: Claims and Characteristics

22Prado et al. Photodermatol Photoimmunol Photomed. 2019;35:339–343
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Popular Sunscreens: Claims and Characteristics



Dermatologists and Cosmetic Elegance
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71% of dermatologists 
considered cosmetic 
elegance in their 
recommendations for 
sunscreens in patients.

Farberg et al. JAMA Dermatology. 2017. 99-101.



Conclusions
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• Sunscreens are special
• Consumer reviews influence purchasing decisions
• Cosmetic elegance drives what is important to consumers
• Need to better regulate marketing vs product performance 

claims for sunscreens
• Improved public messaging needed from dermatologists, 

regulators, and scientific experts


